One method that has been utilized to identify product attributes is the Kelly repertory grid method
. This method has also been used in previous studies for the recognition of food product attributes (Thomson & McEwan, 1988) (Marsden & Littler, 2000) .
. The repertory grid technique (RGT) has been adopted in consumer research for examining consumers' perceptions of products and services

The following research project intends to help retailers understand grocery shoppers' perceptions of breakfast cereals. The objective of the research is two-fold. First, to determine which attributes consumers perceive differences between breakfast cereals. Second, to generate a survey to measure the underlying constructs comprising breakfast cereals using the Kelly Repertory Grid Technique
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PROBLEM STATEMENT
etailers need to determine the important attributes consumers' value in the products they sell. Understanding consumer behavior and identifying important product attributes can help retailers influence merchandise selection. For this research, the identification of important attributes that consumers value for breakfast cereal will be determined.
The research plan involved two major steps: (1) The identification of breakfast cereal attributes by conducting interviews with 5 consumers. (2) The development of a survey using the Kelly Repertory Grid to measure breakfast cereal attributes.
METHODOLOGICAL FRAMEWORK
The repertory grid technique was developed by Kelly as part of his Personal Construct Theory (1957) and proposed to analyze how people look at and evaluate the world around them (Rocchi & Stefani, 2005) . The repertory grid technique (RGT) was developed to elicit the various constructs that people use to describe the "elements" (i.e. objects) the researcher is interested in (Fransella, Bell & Bannister, 2003) . http://www.cluteinstitute.com/ 2013 The Clute Institute RGT chooses a set of elements which are consistent with the objectives of the study and targeted constructs (i.e. product) to be elicited from research participants (Stewart & Stewart, 1981) . RGT methodology utilizes personal interviews with consumers to elicit the content and hierarchical structure of the subjective meanings in the form of bipolar constructs that are attached to a set of elements (Dalton & Dunnett, 1992) .
METHODOLOGY
The preliminary process of identifying breakfast cereal attributes was based on five in-depth interviews with breakfast cereal consumers. Individual interviews to identify which breakfast cereal attributes (or constructs) consumers use to differentiate products took place at each participant's work place during their lunch hour. The researcher did not know any of the participants (interviewees) as the individuals were selected by friends of the researcher. Interviewees were pre-screened to determine if they were familiar with a variety of breakfast cereals as per instructions from the researcher.
Each interviewee was asked to list15 breakfast cereals with which they are familiar. From this list of familiar products, three breakfast cereals at a time were randomly selected and presented to the interviewee on an index card. The interviewees were asked to consider the characteristics or attributes of the breakfast cereals and to indicate what two cereal products they thought were similar. A participant would then indicate common features for the chosen pair of similar breakfast cereals and the differences between these two and the remaining breakfast cereal. In this way, each attribute and its two poles were identified, the first being defined as an emergent pole (similarity between the two) and the second one being an implicit pole (difference between the two and the third item) (Kupiec & Revel, 2001 ). The procedure was repeated five times for each of the five participants. No breakfast cereal was presented more than once for evaluation by the interviewee. A copy of each interview can be found in Appendix A.
CONTENT ANALYSIS
The transcript of each interview is provided in Appendix A. From these transcripts, a qualitative analysis of the answers was performed.
The triadic sorting process identified five groups of product attributes related to: (1) taste (2) packaging (3) texture (4) ingredients (health) (5) consumer segments-kids or adults
(1) Taste
Regarding taste, some of the responses provided were: "more exciting/more flavorful" "plain-not much flavor" "flavorful" "plain/need to add fruit or sugar" "taste comparable" "different taste from other 2" "they both taste good" "don't like" "good taste-lots sugar" "healthy-bland taste" 
RGT SURVEY
In order to measure consumer perceptions of each of the underlying constructs of breakfast cereal from the RGT, a survey was developed and is presented in Appendix B. Prior to sending out the survey to the targeted sample, it will be pre-tested.
CONCLUSIONS
The results of this study indicate the importance of attributes such as taste, packaging, texture, ingredients (health) and consumer segments for breakfast cereals. Manufacturers and retailers of national and private brands need to be aware of the importance of these five attributes and gather feedback from consumers regarding the evaluation of each attribute for each breakfast cereal.
Manufacturers and retailers need to be cognizant of the demographic profile of the targeted segment for each brand of cereal as kids and adults have different preferences. Most breakfast cereals are categorized by retailers as either kid, adult or all family. The package selection and design, texture, flavor profile and ingredients must be consistent with the preferences of the targeted consumer segment.
Future research should have participants rank each of the five attributes to determine the order of importance. It would be interesting to find out the consistency of responses among the various participants and if the importance of each attribute varies by target segment. Future research should also determine the primary decision maker for kid's cereal as parents and children will have different preferences. 
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